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Channels are becoming an increasingly important area for companies to innovate, specifically 
as they provide direct points of contact with their customers. However, little is known in regards to 
multi-channel strategies that embody strategic brand values and how customers experience these 
channels collectively. The purpose of this paper is to investigate how organisations configure multi-
channel strategies to communicate their brand value and experience to their customers. Data was 
collated from sixty companies through a content analysis methodology within the retail sector. 
Results uncovered commonalities through the identification of four meta-models surrounding 
common brand values, intended emotive experience, individual channels and the customer 
segment. These meta-models are titled: High Quality, Trust, Convenience and Community. This 
research also presents implications of a multi-channel design tool based on findings from this study 
to help reinforce company brand values and design an overall connected customer experience. 
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Introduction	  	  
Businesses are always seeking a competitive advantage. Therefore, it is increasingly 
common for innovative, forward thinking companies to break the mould of traditional business 
methods. Channels are becoming an increasingly important area for companies to innovate 
(Musso, 2010) including channel relationships, as well as, changes in structure and the creation 
of new channels. However, these channel innovations bring new challenges in regards to 
experience management. As customers have different motives (such as recreational 
orientation, convenience orientation, independence orientation, delivery-related risk aversion 
and product and payment related risk aversion), it is important for retailers to manage the 
experience across varying channels using common processes and leveraging information given 
by the customer (Schröder & Zaharia, 2008; Musso, 2010).  
Many forward thinking retailers, such as Starbucks and Victoria’s Secret, aim to provide an 
engaging experience across channels (Verhoef, Lemon, Parasuraman, Roggeveen, Tsiros & 
Schlesinger, 2009). The experience involves both the customer’s response to the retailer 
(cognitive, emotional, social and physical responses), as well as elements controlled (service, 
retail atmosphere, price) and uncontrolled by the retailer (influence of others, purpose of 
shopping) (Verhoef et al., 2009). This includes the entire customer purchase and brand 
experience, which encompasses multiple channel experiences. 
Branding literature suggest that strong, positive emotional connections with a brand equates 
to a loyal customer (Pine & Gilmore, 1998, Mattila, 2001). Since its discovery, designers have 
sought to design experiences to foster these positive emotional connections. Although not an 
exact science, this is usually done through understanding users and understanding the 
customer process pre, during and post interaction with a company (Morrison & Crane, 2007). 
The design and management of channels produces ripe opportunity to strengthen brand 
recognition and create a loyal customer base. It is the proposition of this research that 
designers are especially equipped with the skillset to capitalise on such opportunities. 
Current literature and industry evidence shows that designers are capable of designing 
products, services and experiences that embody the brand values of a firm. However, present 
literature does not examine the design process of multi-channel strategies that embody the 
brand values of a company. This research aims to explore this gap by investigating a range of 
companies’ channels using a content analysis technique to create a channel analysis 
framework. An emphasis was placed on the design impact within these organisations and multi-
channel strategies. Successful companies were those who were able to provide a brand 
experience that reinforces the brand value throughout its key channels. A multi-channel design 
tool is presented to aid companies in the design and management of channels, specifically, the 
seamless translation of a brand value through a multi-channel strategy.  
Multi-­‐Channel	  Customer	  Experiences	  	  
Hoffman and Bateson (1997, p. 6) suggest, “when a consumer purchases a service, he or 
she purchases an experience”. The main concept that lies at the core of design is user 
experience, expanding beyond usability and requires treating the user holistically as a feeling, 
thinking, active person (Jordan, 2000). Desmet and Hekkert (2007) distinguished three 
components of product experience, as aesthetic pleasure, attribution of meaning and emotional 
response, which are the feelings and emotions that are elicited. In comparison, multi-channel 
customer experiences, include the interaction between the customer and the channel, which 
may include interaction with employees (in store) or via technological platforms (social media). 
Both design and multi-channel strategies require a holistic understanding of the user to elicit an 
experience.   
The design and management of a company’s channel is an opportunity to strengthen brand 
recognition and enhance customer loyalty through these emotional experiences. A loyal 
customer can only be developed if a company can build emotional connections, in addition to 
positive attitudes and behaviours (Shoemaker and Lewis, 1999, Mattila, 2001). 
However, as customers engage with many channels at once, thought should be directed to 
the development of an overall channel experience. Customers often interact with both, physical 
and digital channels through the engagement with a company. Most notably, online purchases 
are one of the most rapidly growing forms of shopping, with sales growth rates that outperform 
buying through traditional retailing channels (Levy & Weitz, 2001). This environment is leading 
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to the rapid market entry of new experience brands, developed through the innovative use of 
web technology  
and leading to an increasing variety of customer experiences (Nunes & Cespedes, 2003). 
The pre and post experience strategies of these channels are less in the domain of an 
experience designer, however, designing the customer experience has been the subject of 
design research. The pre-experience stage focuses on managing brand messages and the 
product or service’s core customer while the post stage focuses on reaffirming brand messages 
and making the customer return. The experience stage is the most vital and susceptible to the 
influence of a designer. The goal is to create what Pine and Gilmore (1998) refer to as a “sweet 
spot” or by Csikszentmihalyi (1997) as “flow” allowing customers to be immersed in the 
experience. Designers create this though influencing both the physical and relational aspects of 
the experience (Pullman & Gross, 2004). However, generally a designer has more control over 
the physical aspects such as colour, space and function, with only limited control over the 
relational or emotional side. This is commonly due to the intangible and unpredictable nature of 
these elements.   
Understanding	  the	  True	  Value	  of	  Branding	  	  
Branding no longer revolves around only adding value to an offering, but represents and 
promotes a lifestyle and culture to the customer (Fan, 2005). This increasing sophistication 
reflects changes in the business environment, particularly channels and the integration of 
customer insight, in regards to creating value (Knox & Bickerton, 2003).  
Company brand perceptions have the ability to influence their customer’s experience 
(Verhoef et al., 2009), purchase behaviour (Fitzsimons, Chartrand & Fitzsimons, 2008) and a 
customer’s post evaluation of the shopping and purchasing experience (Ofir & Simonson, 
2007). When brand perceptions are engaged prior to the purchase process, the customer 
purchase experience can also be influenced. However, it is also important to consider what 
influence branding has on the customer purchase process over a period of months and years. 
Brand loyalty is said to have a key influence on this process, as it indirectly links brand trust and 
the influence of branding on the purchase process (Chaudhuri & Holbrook, 2001). Brand loyalty 
represents a measure of attachment that a customer has to the brand, reflecting the likelihood 
of engagement in the experience, leading to recurring purchase (Ghodeswar, 2008). Keller and 
Lehmann (2003) propose that the customer mind set is the key driver of brand performance. If 
the customer is engaged in the experience and brand over recurring engagements, it has the 
potential to have a significant affect on the perception of the brand (Verhoef et al., 2009). 
However, with the growing amount of product, service offerings and channels, companies are 
faced with the challenge to unify their brand value across multiple channels in a way that is 
consistent in engaging their customers. 
Current	  Multi-­‐Channel	  Strategies	  	  
As with brands and company operations, the perspective of channels and their management 
is shifting towards a more customer centred approach. Traditionally, the focus of channels has 
been on the functions performed by a company’s distribution system. This is the interdependent 
organisation’s (manufacturers, wholesalers, distributors, retailers) process of making an offering 
available to the customer (Coughlin, Anderson, Stern & El-Ansary, 2001). However, this 
traditional view of channels is shifting due to emerging perspectives that involve value-adding 
chains to a larger network of customers. Emphasis is now on channels being the point of 
conception, promotion and delivery of positive customer and brand experiences (Gundlach, 
Bolumole, Eltantawy & Frankel, 2006). 
Multi-channel strategies and experiences have become a standard approach to reach 
customers (Verhoef, Neslin & Vroomen, 2007). This approach spans many industry segments 
such as, retail, travel, banking and technology (Kumar & Venkatesan, 2005). However, this has 
not always been the case. Traditional multi-channel strategies were developed from market 
segmentation with companies targeting a certain channel to retail their product or service to a 
particular market segment. Another company would choose a different channel to appeal to a 
different customer and so forth (Nunes & Cespedes, 2003). Until recently a customer would 
stay with one channel (e.g retail store) until the purchase was made. However, today’s 
customer is routinely channel hopping, opting for a multiple-channel experience, which is 
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largely driven by online stores (Nunes & Cespedes, 2003). This has been notably driven by the 
popularity of online shopping and the transparency of company information, as customers can 
search for information at one channel, purchase at the next and retrieve the product at another 
channel (Dholakia, Zhao & Dholakia, 2005; Magnini & Karande, 2011).  
Operating multiple channels, digital and physical, allows a company to cater to the differing 
and evolving purchasing motives of its customers (Schröder & Zaharia, 2008). The key issue for 
a company is how it can best fulfil its customers needs by offering different channels to engage 
and purchase. Furthermore, it is important to know how customers behave and their motives to 
design a relevant brand and customer experience across these channels (Schröder & Zaharia, 
2008). Lee, Chung and Nam (2013) discuss the wide range of designable factors (touchpoints 
or channels) within the service industry. Which include the need to harmonise physical 
commodities, virtual interface and service personnel. Other models include the “Design 
Touchpoint Wheel” (Voss & Zomerdijk, 2007). However, the role of design in the creation of a 
multi-channel strategy is still emerging as a field of research.  
The	  Position	  of	  Design	  in	  Multi-­‐Channel	  Strategy	  
Traditionally design has been employed by businesses to create an artefact or type of 
outcome based on marketing research to enhance product development and sales. It is only in 
recent history that the use of design at an organisational level has been investigated. 
Coincidently, design has long expanded from designing products by venturing further into the 
coordination and managing of experiences, services and even brands in relation to their 
customers. Examples of this include Wuts, Person, Hultink and Brands (2012), who in the 
context of video game design created a comprehensive framework for the translation of a brand 
into digital media. This framework outlines a strategy to translate the values of one brand into 
one specific media. Furthermore, Karjalainen and Snelders (2010) reinforce brand recognition 
by exploring case studies involving the translation of brand values into the design of physical 
products. Examples of brands that do this well include Caterpillar, Volvo and Nokia (Karjalainen 
& Snelders, 2010), as their products successfully reflect the company’s brand value. These two 
examples demonstrate the opportunities and position for design in the establishment of brand 
value through products, as both outline the successes and failures that designers have had in 
the translation of brand values into products. Designers are equipped with skills such as 
prototyping, visualisation and the mind set to see problems as opportunities for the invention of 
new alternatives. Prototyping and visualisation are cornerstones of the design process (Evans, 
2011). Evans (2011) outlines that designers use these skills to conceptualise and communicate 
the future in a variety of ways and at a range of levels to develop, refine and communicate 
versions of the future. These visions of the future provide organisations with mechanisms to 
develop an understanding of the potential viability of new products and services.  
Methodology	  
Research	  Design	  
The aim of this research was to identify how different retail companies design multi-channel 
strategies to communicate their individual brand value. For this study, a content analysis 
methodology and investigator triangulation analysis technique was used to decipher channels 
strategies of sixty companies. These companies were selected from the retail industry and 
other selection criteria included the number of employees, age, and location. These criterions 
were deliberately pre-defined to ensure the selection of a broad spectrum of companies of 
varying channel maturity. The research process was separated into two phases, with four 
distinct stages (Figure 1). There were two main advantages of using this approach. Firstly, the 
use of data triangulation allowed for greater accuracy of information despite limited access to 
official company documents. This was due to investigation of a wide variety of third party 
sources. The use of this technique was based on Begley’s (1996) research on data 
triangulation. Secondly, the use of multiple investigators, particularly in the analysis of 
secondary sources proved vital in understanding the common meaning among sources. This 
was based on Denzin (1978) and Thurmond (2001) belief in the use of multiple investigators for 
confirmation purposes.  	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Figure	  1	  	  Research	  Approach	  	  
Stage One - Data Collection 1 
Stage one involved the identification of sixty retail companies. These companies offered a 
wide variety of products and services. The identification of these firms came from a pre-existing 
criterion developed by the research team. Criteria included company size, age, business model, 
industry and channel use. Key criteria involved the need for companies to have a wide range of 
physical and digital channels. The size of companies related to the number of employees 
ranging from under 50 to 10,000+ employees. Age of the company was in reference to when it 
was established, with the oldest company established in 1884 and the youngest in 2012. All 
companies were B2C companies and were purposively sampled to provide a range of 
companies within the retail industry.  
Stage Two – Data Collection 2 
Stage two involved collecting basic information on the firm (i.e. age, size), their customers, 
company value proposition and the channels the company uses to get to their customers via 
third party sources. The research stage also involved labelling each channel by its type, reach 
and purpose (Figure 2). This information was then mapped onto a predesigned data sheet 
developed by the research team, which illustrate channel relationships and customer interaction 
(Figure 3).  
	  
Figure	  2	  	  	  An	  example	  of	  a	  channel	  within	  data	  collection	  from	  stage	  two.	  The	  symbols	  indicate	  that	  it	  is	  
a	  digital	  channel,	  its	  key	  purpose	  is	  revenue,	  information	  and	  support	  and	  has	  worldwide	  reach	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Figure	  3	  	  	  This	  figure	  shows	  the	  previous	  channel	  now	  in	  conjunction	  with	  other	  channels	  this	  particular	  
business	  uses.	  The	  diagram	  suggests	  that	  the	  digital	  elements	  are	  the	  most	  important	  elements	  to	  this	  firm	  and	  they	  
function	  to	  push	  the	  user	  towards	  their	  application,	  the	  main	  revenue	  stream	  of	  the	  company.	  
Stage Three: Analysis 1 
All sixty companies were assessed in regards to how well (coded as design impact) each 
channel represented their main brand value to the customer segment (Figure 4). This was 
approached by investigating each channels emotive purpose and content in relation to its brand 
value and customer relationship. This was achieved through a cross-content synthesis 
technique triangulation approach (Begley, 1996; Kolbe & Burnett, 1991) to discover common 
channel functions to communicate company brand values.  
 
	  
Figure	  4	  	  An	  example	  of	  Stage	  3:	  Analysis	  1	  	  
Stage Four: Analysis 2 
Stage four involved the cross-comparison of all company results from stage 3. This was 
done by grouping companies with similar brand values. This analysis led to four key themes 
and the creation of the four meta-models. This grouping allowed the researchers to see not only 
common channel choices within the themes, but also common trends in the channels type, 
purpose and reach. Giving insight into how companies use one or two common channels to 
translate their brand value. 
Results	  
These four meta-models consist of a common brand value and intended emotive 
experience. In each meta-model, multiple individual channels are used to convey this to the 
desired customer segment (seen in figure 5-8).  
High	  Quality	  	  
High quality brands centred their channel strategy on their key offering, in most cases a 
physical product. Furthermore, each company used their channels to design a high quality 
environment to support this key product. This usually involved a compelling physical presence 
through a brand-aligned store, matching partner relationships, accurate and targeted 
Designing	  Channels	  for	  Brand	  Value:	  Four	  Meta-­‐Models	   
7	  
communication strategies and the creation of a sub community surrounding that core product. 
The emotive experience of exclusivity was portrayed through the creation of this sub 
community. Figure 5 outlines the most common individual channels found in companies 
displaying the band value of high quality and emotive experience of exclusivity. 
 
	  
Figure	  5	  High	  Quality	  Meta-­‐model	  
Companies with the brand value of high quality focused heavily on two key channels. One 
consisted of the company’s product offering (e.g. electronics, fashion or food items), the other 
was point of sale through a physical retail store. Along with these two key channels, two 
supporting channels such as, advertising, pop up stores or partnerships were found.  
Bang and Olufsen, Kate Spade, Zara and Nespresso are examples of companies using this 
meta-model. Bang and Olufsen and Kate Spade created the experience of exclusivity through 
their retails stores and products by sparsely locating their physical retail stores through leading 
capital cities with a high price point of their products. Due to this, many customers may feel 
excluded or limited to the purchasing process highlighting the emotive experience of exclusivity 
to those who can. Retailer, Zara’s exclusivity is created through both company driven and 
customer driven trends. The retail stores are more accessible and products are available at a 
lower price point, yet exclusivity is solely created through product availability. As the company 
produces only a small amount of each item and limits it’s shelf time.  
Nespresso on the other hand, operated on the other end of the spectrum. Their products are 
high quality within their market, yet still affordable, mass produced and attainable for most 
consumers. Interestingly, they are able to create exclusivity through high profile advertising and 
capturing customers into a company/product system. A sub culture has also emerged 
surrounding the purchasing and consumption of its products. Retail stores, known as 
Nespresso Boutiques invite coffee lovers to experience the ‘art of espresso’ (Nespresso, 2014). 
First purchasers gain exclusive membership into the Nespresso club, which is required to 
purchase products online and keeps track of all products purchased in store.  
Through aligning the three key channels, product, point of sale and a website or firm specific 
channel, to promote the brand value of high quality, it enables users to have a greater 
experience of exclusivity.   
Trust	  	  
Key channels found in the meta-model of trust were the company website, multiple product 
lines and third part retailers with supporting channels such as expos, theme parks and 
corporate sponsorships.  
The emotive experience of the meta-model trust was developed through the company’s rich 
history, tradition or story, and through consistent product or service performance.  
Toy companies, Lego and Mattel as well as established alcohol manufacturer, Jack Daniels 
used traditional channels such as toy expos, theme parks and associated corporate 
sponsorship respectively to communicate with their consumers. These channels were chosen 
and designed to achieve brand recognition, as well as, awareness to previously earned trust. 
This was particularly important for these product-centred companies, where most of their trade 
was conducted through third party retailers.  
The channels used by these brands had little to do with earning revenue; as there are no 
“call to action” or direct sale message in these channels. These channels were purely designed 
to reiterate the product and company’s story. The design elements in these channels were 
generally emotive, had little to do with actually selling the product while heavily pushing a 
lifestyle surrounding consumption or use. Through aligning the key channels, website, product 
(linked to third party retailers) and a sponsorship/lifestyle channel, it was found to enable 
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customers to develop their own experience of trust with the brand, through the history, tradition 
and story.  
	  
Figure	  6	  Trust	  Meta-­‐model	  
Convenience	  
Convenience brands use one key channel as the main method of interaction, while 
supporting channels provide cost and time saving methods of engaging customers to funnel 
them to the key channel. In the retail sector, convenience brands were found to be 
predominantly digital companies such as Netflix, Trivago and Webjet. These companies often 
have no physical channels and reached their customers through their website, as well as social 
media, advertising and customer support. Due to being digital brands, these companies also 
have fewer channels. 
In the meta-model of convenience (Figure 7), channels aimed at providing tailored methods 
for the customer to interact with the company, as well as directing customers to their website as 
a point of sale. Through extending the brand through complimentary channels, convenience is 
provided to the customer, reinforcing the brands value.  
 
	  
Figure	  7	  Convenience	  Meta-­‐model	  
However, the design impact of the brand value convenience was found to misalign to the 
original emotive experience intended in the key channel, by attempting to service all possible 
channels of reach rather than focusing on aligning each of their channels to their brand value 
and emotive experience.  
The brand value of convenience is driven by the emotive experience of cutting time and cost 
savings for the customer and revenue for the company. Customers perceive these brands as 
convenient due to their affordability and ability to suit their lifestyle. While on an organisational 
level, it provides brands with a method of connecting and engaging with customer’s lifestyles 
and driving revenue through their core channel.  
An example of this is Netflix a company in the music and video industry, which aligns their 
website to their brand value, as the core channel providing the main product service offering. 
Although it is important to align this core channel with the company’s brand, it is also critical to 
align supporting channels to effectively funnel users. Trivago an online travel company 
misaligns their social media across several regional accounts and platforms, due to irregular 
posting and also very limited interaction with users. This limits the ability for the channels to 
engage with their users and lead them back to the website. However, in contrast, Webjet, a 
similar travel company connects with users on several of these social media platforms through 
engaging regular posts allowing users to stay connected to travel specials as they go about 
their day. Webjet also utilises email and online chat as an effective method of support, 
accessible as users are interacting with their website. 
Through aligning the three key channels of convenience for digital retailers; website, social 
media, customer support to promote this brand value, it enables users to have a cost and time 
saving  experience with the brand. There is greater need to aligning these channels in order to 
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portray convenience, as customers should be efficiently funnelled to the source of revenue 
efficiently.  
Community	  
It was found that the meta-model of community was often perceived as a local brand, 
despite being global. To achieve this local brand perception, organisations were found to 
employ channels such as; physical stores or website, social media and blogs, as well as local 
support (Figure 8).  
Community brands included companies operating in both the digital and physical spheres. 
However, while physical brands are more prevalent, they also provide support through 
complimentary digital channels. Community brands were found to include Whole Foods Market, 
Zipcar and the digital company Threadless.  
Physical companies often had their key channel as the physical store, connecting with the 
community through local community foundations and programs, customer service as well as 
social media, websites and blogs. The perception of being a local company (even though all are 
global) is seen, as they are able to connect to smaller communities through support channels.  
Digital community companies use their website as their key channel and offer smaller 
support channels through blogs, forums, competitions and social media. Rather than creating a 
physical community these companies aim to create digital communities.  
Both physical and digital companies reach out and support local communities, providing a 
personal and local approach. Supporting channels that also aligned with the brand value of 
community included localised programs, ethical policies, employment opportunities, services 
and providing unique support based on current needs. 
Whole Foods Market, a health and environment focused supermarket, align their local 
support channels such as foundations and local donations to the brand value of community. 
This is done through linking to charitable efforts and promoting community and educational 
involvement, providing unique support to each local community that Whole Foods has a 
physical store, as well as global support. Further, they encourage local involvement through 
their digital newsletters and blogs, reinforcing their mission and creating transparency through 
blogs from owners, executives and users. Essentially, they create a business about people and 
further align all of their channels to the brand value of community, allowing a consistent 
message, heightening the customer’s experience. Whereas Zipcar, a car sharing company, 
aligns their website as their core channel. This allows users to stay connected and access the 
various touch points of the brand, while also being convenient to use. Zipcar also aligns their 
social media platforms with this brand value, through allowing interaction and also engaging 
content.  
However, Threadless an online community focused clothing retailer, misaligns their social 
media through not encouraging users to interact with the brand and rather using the platform as 
a promotional tool. Through not interacting or engaging with customers, rather just linking them 
to their website, they are in effect “funneling” the potential community to their website 
community, which has been aligned.  
These brands focus on supporting their customers, enabling them to feel as though they are 
apart of a community.  
To provide the experience of support, brands have to engage with customers and provide 
the crucial human front to the company that customers connect with. As the company connects 
with customers through these channels, the brand value of community is formed by localising 
and engaging support. 
 
	  
Figure	  8	  Community	  Meta-­‐model	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Implications	  
By operating multiple channels, digital and physical, a company can cater to the differing 
and evolving purchasing motives of its customers (Schröder & Zaharia, 2008). However, it is 
important to know how customers behave and their motives in order to design a relevant 
branded customer experience across these channels (Schröder & Zaharia, 2008). Companies 
should question their multi-channels strategy, asking if the experience across these channels 
aligns to their brand value. At present, there is little literature investigating how design can be 
used to satisfy this objective, yet design as a field has been successful in understanding 
emotions elicited throughout the customer experience.  
The findings from this research include four meta-models, outlining trending brand values 
communicated through multiple channels to create an emotive experience for the customer. 
An outcome of this process has generated a multi-channel design tool (Figure 9). It is 
envisaged that the tool will provide opportunities through visualising the process, allowing 
channel selection to be considered in relation to the brand value, experience and customer.  
Through the use of the tool, companies can test if their brand value is being correctly 
communicated through existing channels to their intended customer. To use the tool the 
company must first identify the brand value that they embody or wish to portray through their 
offering. The experience of this brand value can then be interpreted further through analysing 
what the brand value means. Referring back to the example of the high quality meta-model the 
brand value is further defined through the emotive experience of exclusivity. The key channels 
used to reach the customer can then be identified. Through designing and assessing each 
element in the tool, companies can quickly prototype and evaluate alternative multi-channel 
designs that cannot only reach their customers but connect with them. 
It is anticipated that this tool will start the conversation and to help create consistent and 
seamless translation of a brand value from the company to its customer, across a variety of 
channels. The advantages of this approach allow firms to play off the strengths of individual 
channels and to understand the larger customer channel experience. 
	  
Figure	  9	  Multi-­‐Channel	  Design	  Tool	  with	  Prompts	  	  
Furthermore, the authors believe this tool is only the first step and could also be adapted to 
other business situations. As new channels emerge and multi-channel strategies become more 
complex the challenge is in maintaining and managing this experience. However, strong, 
positive emotional connections with a brand experience can equate to a loyal customer. It is the 
proposition of this research that designers are especially equipped with the skillset to capitalise 
on such opportunities, by connecting with customers and understanding and providing an 
emotive experience.  
In conclusion, a limitation of this study is the nature of the secondary data sources 
employed. While this research is able to provide a broad overview, it is however unable to 
reveal the underlying company motives for the observed patterns. Intended further research will 
assess primary data sources to compare such findings. 
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